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PREFACE

Innovation and sustainable development have become buzzwords in the 21st cen-
tury with the idea of creative destruction launched by Joseph Alois Schumpeter 
being the main base for evolutionary economics. However, new institutional eco-
nomics helps to understand the necessity of support provided to entrepreneurs and 
innovators by science and administration to reduce the risk of launching the said 
innovations. This e-book is devoted to selected types of innovation. Every type of 
innovation is described with the use of theoretical background and is enriched by 
adequate case study. 

Traditional division into four types of innovation, proposed by Schumpeter 
(1934), containing product, process, organizational and marketing innovations, 
was widely accepted, including European Union institutions (OECD/Eurostat, 
2008). The concept of innovation has long been dominated by a technical approach 
to the innovation process, despite the economic arguments exposed by one of the 
precursors of the theory of innovation and, at the same time, the school of evolu-
tionary economics—J.A. Schumpeter. Frequently, in the context of innovation, it 
is indicated that organizational and marketing aspects play a part in the successful 
introduction of innovation onto the market. 

The structure of the book is based on the typology proposed by Keeley, Walters, 
Pikkel and Quinn (2013, table 1), which focuses on the economic character of in-
novations. Ten types of innovation are directly related to Schumpeter’s and Oslo 
Manual classification. A new set of innovations emphasize the economic side of 
innovation process. The technical novelties are to support new configuration, offer-
ing or customers’ experience. This new approach is based on presumptions coming 
from design thinking idea, leading to user—driven innovation and on cooperation 
with institutions and entities supporting innovation process.

The chapters are devoted to every type of innovation, grouped into three major 
parts: innovations based on configuration, offering and experience. In the book, 
configuration includes types of innovations focused on innermost workings of an 
enterprise and its business system. Offering part contains the types of innovations, 
that are focused on an enterprise’s core product (good or service), or a collection 
of its products. The last part, dedicated to innovations based on experience, is fo-
cused on more customer-facing elements of an enterprise and its business system. 



Ta
bl

e 
1.

 T
en

 ty
pe

s o
f i

nn
ov

at
io

ns

Pr
ofi

t m
od

el
Ne

tw
or

k
St

ru
ct

ur
e

Pr
oc

es
s

Pr
od

uc
t 

pe
rf

or
m

an
ce

 
Pr

od
uc

t s
ys

te
m

Se
rv

ic
e

Ch
an

ne
l 

Br
an

d 
Cu

st
om

er
 

En
ga

ge
m

en
t

10
 ty

pe
s

C
on

fig
ur

at
io

n
Th

es
e t

yp
es

 of
 in

no
va

tio
ns

 ar
e f

oc
us

ed
 on

 in
ne

rm
os

t w
or

ki
ng

s o
f a

n 
en

te
rp

ris
e 

an
d 

its
 b

us
in

es
s s

ys
te

m

O
ffe

ri
ng

Th
es

e 
ty

pe
s 

of
 i

nn
ov

at
io

ns
 a

re
 f

o-
cu

se
d 

on
 an

 en
te

rp
ris

e’s
 co

re
 p

ro
du

ct
 

(g
oo

d 
or

 se
rv

ice
), 

or
 a 

co
lle

ct
io

n 
of

 it
s 

pr
od

uc
ts

Ex
pe

ri
en

ce
Th

es
e t

yp
es

 o
f i

nn
ov

at
io

n 
ar

e f
oc

us
ed

 o
n 

m
or

e c
us

to
m

er
s-

fa
cin

g e
lem

en
ts 

of
 

an
 en

te
rp

ris
e a

nd
 it

s b
us

in
es

s s
ys

te
m

(K
ee

ley
)

Th
e c

om
pa

ny
 

m
ak

es
 m

on
ey

 in
 

th
e w

ay
s t

ha
t a

re
 

di
ffe

re
nt

 fr
om

 
co

m
pe

tit
or

s’ 
or

 
in

du
str

y n
or

m
s

Th
e c

om
pa

ny
 

wo
rk

s w
ith

 o
th

er
 

fir
m

s o
r s

ur
pr

is-
in

g c
ol

la
bo

ra
to

rs
 

to
 d

ev
elo

p 
ne

w 
off

er
in

gs
 th

at
 

dr
iv

e a
 sh

ift
 fr

om
 

bu
sin

es
s a

s u
su

al

Th
e c

om
pa

ny
 h

as
 

a u
ni

qu
e o

r u
nu

-
su

al
 o

rg
an

iza
-

tio
na

l s
tr

uc
tu

re
 

an
d 

ap
pr

oa
ch

 
to

 at
tra

ct
in

g t
he

 
be

st 
as

se
ts

Th
e c

om
pa

ny
 is

 
un

iq
ue

ly
 sk

ill
ed

 
at

 d
oi

ng
 o

r 
de

liv
er

in
g a

cr
os

s 
go

od
s, 

se
rv

ice
s 

an
d 

pl
at

fo
rm

s 

Th
e c

om
pa

ny
 

pr
od

uc
es

 
a n

ot
ab

ly
 

su
pe

rio
r o

ffe
rin

g 
th

at
 d

om
in

at
es

 
m

ar
ke

t s
ha

re
 

or
 ea

rn
s 

a s
ub

sta
nt

ia
l 

pr
em

iu
m

Th
e c

om
pa

ny
 

m
ak

es
 m

ul
tip

ly
 

pr
od

uc
ts 

th
at

 
co

nn
ec

t w
ith

 
on

e a
no

th
er

 in
 

un
iq

ue
 w

ay
s

Th
e c

us
to

m
er

s 
ra

ve
 ab

ou
t t

he
ir 

in
te

ra
ct

io
ns

 
w

ith
 th

e c
om

-
pa

ny
, p

ar
tic

ul
ar

ly
 

th
os

e i
ns

ta
nc

es
 

wh
er

e t
hi

ng
s 

we
nt

 w
ro

ng
, a

nd
 

th
e c

om
pa

ny
 

so
m

eh
ow

 m
ad

e 
ev

er
yt

hi
ng

 ri
gh

t

Th
e c

om
pa

ny
 

de
liv

er
s i

ts 
off

er
-

in
gs

 to
 cu

sto
m

er
s 

an
d 

us
er

s i
n 

th
e w

ay
s t

ha
t 

ch
al

len
ge

 o
r 

co
fo

un
d 

wh
at

 is
 

us
ua

l w
ith

in
 th

e 
in

du
str

y

Th
e c

om
pa

ny
 

ha
s a

n 
un

us
ua

lly
 

di
sti

nc
t o

r v
iv

id
 

id
en

tit
y, 

pa
r-

tic
ul

ar
ly

 w
he

n 
co

m
pa

re
d 

to
 th

e 
riv

al
s

Th
e o

ffe
rin

gs
 

co
nf

er
 a 

un
iq

ue
 

id
en

tit
y, 

sta
tu

s, 
or

 se
ns

e o
f 

re
co

gn
iti

on
 to

 
us

er
s, 

an
d 

th
ey

 
be

co
m

e a
 p

ar
t o

f 
th

ei
r l

iv
es

De
fin

iti
on

Ad
-s

up
po

rte
d

Bu
nd

led
 p

ric
in

g
Fl

ex
ib

le 
pr

ici
ng

Fr
ee

m
iu

m
M

em
be

rs
hi

p
Pr

em
iu

m

Al
lia

nc
es

Co
lla

bo
ra

tio
n

Fr
an

ch
isi

ng
Op

en
 

in
no

va
tio

ns
Se

co
nd

ar
y 

m
ar

ke
ts

M
er

ge
r/

Ac
qu

isi
tio

ns

Co
m

pe
te

nc
y 

Ce
nt

re
Co

rp
or

at
e 

un
iv

er
sit

y
De

ce
nt

ra
liz

ed
 

m
an

ag
em

en
t

In
ce

nt
iv

e s
ys

te
m

s
Kn

ow
led

ge
 

M
an

ag
em

en
t

Or
ga

ni
za

tio
na

l 
de

sig
n

Us
er

 ge
ne

ra
te

d 
pr

oc
es

s
Fl

ex
ib

le 
m

an
uf

ac
tu

rin
g

In
te

lle
ct

ua
l 

pr
op

er
ty

Le
an

 p
ro

du
ct

io
n

On
-d

em
an

d 
pr

od
uc

tio
n

Pr
oc

es
s 

au
to

m
at

io
n

Cu
sto

m
iza

tio
n

Ea
se

 o
f u

se
En

ga
gi

ng
 

fu
nc

tio
na

lit
y

En
vi

ro
nm

en
ta

l 
se

ns
iti

vi
ty

Sa
fe

ty
 

St
yl

in
g 

Ex
te

ns
io

ns
Pl

ug
-in

s
In

te
gr

at
ed

 
off

er
in

gs
M

od
ul

ar
 sy

ste
m

s
Pr

od
uc

t b
un

dl
in

g
Go

od
s/

se
rv

ice
 

pl
at

fo
rm

s

Gu
ar

an
te

e
Lo

ya
lty

 p
ro

gr
am

s
Pe

rs
on

al
ize

d 
se

rv
ice

Se
lf-

se
rv

ice
Su

pp
lem

en
ta

ry
 

se
rv

ice
“T

ry
 b

ef
or

e y
ou

 
bu

y”

Cr
os

s-
se

lli
ng

Ex
pe

rie
nc

e 
ce

nt
re

Fl
ag

sh
ip

 st
or

e
Go

 d
ire

ct
On

-d
em

an
d

Po
p-

up
 p

re
se

nc
e

Br
an

d 
ex

te
ns

io
n

Ce
rt

ifi
ca

tio
n

Co
-b

ra
nd

in
g

Co
m

po
ne

nt
 

br
an

di
ng

Pr
iv

at
e l

ab
el

Tr
an

sp
ar

en
cy

Co
m

m
un

ity
 an

d 
be

lo
ng

in
g 

Cu
ra

tio
n

Ex
pe

rie
nc

e 
Si

m
pl

ifi
ca

tio
n

M
as

te
ry

Pe
rs

on
al

iza
tio

n
St

at
us

 an
d 

re
co

gn
iti

on

Ta
ct

ics
/in

-
str

um
en

ts

So
ur

ce
: (

Ke
el

ey
 e

t a
l.,

 2
01

3)
. 



9  

Preface

Sustainable approach is described within case studies, which come from countries 
represented by the Authors.

The first chapter, entitled Business model as an innovation, is dedicated to busi-
ness model as an innovation and includes CDProjekt Red case study, the publisher 
of the Witcher games series from Poland. In the second chapter, entitled Network 
as an innovation: social innovation—The case of the hospital help initiative during 
Covid-19 pandemic, the Authors focus on network as an innovation. They describe 
interesting case study of www.wsparciedlaszpitala.pl platform, which is a result of 
scientists’ and practitioners’ initiative to support hospitals during Covid-19.

The purpose of the third chapter, entitled Structure as an innovation, is aimed to 
present basic theoretical fundaments in the field of structurally significant formations 
that companies apply in the process of their business operations, market projec-
tions and innovative changes. The Author describes Bulgarian industrial companies, 
PIM-Ltd and M+S Hydraulic Plc., operating in steel and construction sector.

The aim of the fourth chapter, entitled Process as an innovation, is presenta-
tion of key essential aspects of innovation and their specific diversity. The case of 
company from Bulgaria, i.e., Tomika Metal JSCo, that have implemented business 
process innovations is described, as well as the results of the innovation changes. 

The fifth chapter, entitled Sustainable agriculture: Development of organic farming. 
Case study of the Czech Republic, includes a description of two types of innovation, 
a group within offering part, product performance and product system as innova-
tions, typical of big international companies. They are shown on the example of 
best Czech organic farm, located in Milinov. The case study relates to the future 
of organic farming development, which could be considered as an innovative 
alternative approach for future generations.

The sixth chapter, entitled Service as an innovation, opening the last part of the 
book, is dedicated to innovations based on customer experience. In this chapter 
two case studies from Czech Republic, which map two different service innovations 
can be found. The first one describes implementing new CRM system and several 
new processes around it, including product use enhancements, offer of warran-
ties and guarantees. The second one shows the development of an old books seller, 
based on the innovation in information and education. Both types of innovation 
are increasingly delivered through electronic interfaces, remote communications, 
automated technologies, and other solutions.

In the seventh chapter, entitled Innovations on rail freight market, dedicated 
to channel as an innovation, the Authors describe innovations on rail freight 
market on the example of the Croatian national carrier HŽ Cargo, which built its 
competitive advantage by such innovations as intermodal terminals, RO-LA, and 
digitalization of business operations.

The eighth chapter, under the title of Brand as an innovation—the case of Czech 
wine, focuses on Czech wine, sold under the brand “Svatomartinske”. The Author 

http://www.wsparciedlaszpitala.pl
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takes us on a journey around winery sector and viticulture, that are among the oldest 
craft industry in the Czech Republic. Innovation in local wine producer is shown, 
which gives us the opportunity to see the process of new product launching in low 
technology industry. It needs to build good relationships with local community, 
including customers and local government with its events.

In the last chapter, entitled Storytelling in business—how to increase customer 
engagement?, dedicated to customer engagement, the Author emphasizes storytell-
ing in business. The question “how to increase customer engagement?” is the core 
idea of the text. Storytelling, as a marketing innovation, was described using two 
case studies: Polish market regarding the use of storytelling in employee recruit-
ment and customer engagement.
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